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Pada saat ini sudah banyak cafe yang bermunculan di Indonesia khususnya dikota 
Solo dan mulai banyak pebisnis yang mengembangkan usahanya dalam bidang 
kuliner khususnya cafe atau coffee shop, yang berarti jumlah pesaing dari bisnis 
ini semakin hari semakin banyak, pada penelitian ini bertempat di Thamrin Coffee 
yang memiliki beberapa masalah yang dapat membuat cemas akan kehilangan 
pasar dan pelanggannya. Berdasarkan kondisi tersebut, penulis ingin 
mengidentifikasi karakteristik responden di Thamrin Coffee, mengidentifikasi 
faktor yang mempengaruhi minat beli konsumen di Thamrin Coffee dan 
mengidentifikasi faktor dominan yang mempengaruhi minat beli konsumen 
sehingga dapat di jadikan strategi untuk meningkatkan kinerja pemasaran dengan 
menggunakan metode analisis faktor yang variabelnya diambil dari aspek 
marketing mix 7p. Berdasarkan hasil analisis data yang diolah melalui 
karakteristik responden diketahui bahwa pelanggan Thamrin Coffee didominasi 
oleh laki-laki usia 18-25 tahun dan berstatus pelajar/mahasiswa yang berada 
didaerah sekitar kota Solo. Tetapi melalui hasil pengolahan menggunakan metode 
analisis faktor diperoleh 9 faktor dengan total kumulatif sebesar 68,985%, faktor-
faktor tersebut adalah faktor promosi, faktor harga, faktor produk, faktor desain 
tempat, faktor karyawan, faktor proses, faktor bahan baku, faktor lokasi, dan 
faktor kemasan. dari faktor tersebut dapat disimpulkan bahwa marketing mix 
berpengaruh terhadap minat beli konsumen di Thamrin Coffee. Kemudian melalui 
eigenvalue dapat diketahui faktor yang paling dominan dalam mempengaruhi 
minat beli konsumen di Thamrin Coffee adalah faktor promosi dan faktor harga. 
 








At present there are already many cafes that have sprung up in Indonesia, 
especially in the city of Solo, and many business people are developing their 
businesses in the culinary field, especially cafes or coffee shops, which means the 
number of competitors from this business is getting more and more, this research 
is located in Thamrin Coffee which has some problems that can be anxious about 
losing the market and its customers. Based on these conditions, the authors want 
to identify the characteristics of respondents at Thamrin Coffee, identify factors 
that influence consumer buying interest at Thamrin Coffee and identify the 
dominant factors that influence consumer buying interest so that strategies can be 
used to improve marketing performance using the factor analysis method whose 
variables are taken from 7p marketing mix aspects. Based on the analysis of data 
processed through the characteristics of respondents, it is known that Thamrin 
Coffee customers are dominated by men aged 18-25 years and having the status 
of students who are in the area around the city of Solo. But through the results of 
processing using the factor analysis method obtained 9 factors with a cumulative 
total of 68.985%, these factors are promotion factors, price factors, product 
factors, place design factors, employee factors, process factors, raw material 
factors, location factors, and packing factor. From these factors it can be 
concluded that the marketing mix affects consumer buying interest at Thamrin 
Coffee. Then through eigenvalue can be known the most dominant factors in 
influencing consumer buying interest at Thamrin Coffee are promotion factors 
and price factors. 
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